This paper focuses on the marketing support of decision-making at the forest enterprise on the example of forestry products, concretely, of roundwood assortments on the chosen state forest enterprise in the Slovak Republic. The most used marketing decision-making models as SWOT, BCG, and GE matrices with support of ABC analysis were used for chosen research purpose. Additionally, these models were compared to confirm their reliability and expressing power for marketing management of forest enterprise. The conclusions confirm that the use of these models build a strong framework for the decision-making support of forest enterprise management. The outcomes of models contribute to each other and they do not contradict. However, it is necessary to have a strong base of forestry practice knowledge due to the correct interpretation of these models. In contrast to other industrial companies, forest sector is a very specific regarding the long rotation and payback period. The main pillar of the product portfolio and forest enterprise either are assortments of the III. qualitative class and broadleaf pulpwood with the 86% share on total revenues. Concerning the prevalence of threats and company strengths, it is necessary to choose diversification management approach for the product portfolio.
Introduction
Trade with roundwood is the most important source of income for preserving the functions of forests and maintenance of the employment in the forestry sector. More than 80% of the revenues of forest enterprises are provided by the sale of roundwood in the Slovak Republic (Ministry of Agriculture and Rural Development of the Slovak Republic 2018). Besides of the forest sector, wood is the main raw material also for the wood-processing industry therethrough the employment, revenues and profits are provided also in this area of the Slovak economy as well (Kaputa et al. 2016; Parobek et al. 2014; Paluš et al. 2015 Paluš et al. , 2018 . In generally, global but also regional demand on wood consumption for the power, construction, and furniture industry will furthest raise (FAO 2018; Jochem et al. 2016; Herrera 2018) . According the FAO (2018) , the main factors affecting long-term global demand for wood products include: i) increase of the world's population, ii) continued economic growth, iii) the rapid growth of developing economies, iv) the environmental policies and regulations inducing decline in harvesting from natural forests and the emergence of planted forests as the major Editor: Miloš Pánek *Corresponding author. Daniel Halaj, phone: +421 45 5206 320 source of wood supply and v) the energy policies with the emphasis on the use of forest biomass.
Therefore, from these objective results it comes out a great opportunity to realize marketing approaches just in the area of selling wood (Elyakime & Cabanettes 2009; Lovrić et al. 2018; Rönnqvist et al. 2018) , and non-wood forest products on the market (Ludvig et al. 2016; Šišák et al. 2016; Huber et al. 2017; Neis et al. 2019) and to evaluate and market the extra benefits of forests also known as non-productive functions of forests (Sarvašová et al. 2014; Sarvašová & Dobšinská 2016) . However, the use of marketing management in forestry is of less interest of research agenda, what also results from the low level of publicized scientific works with the application of marketing principles in this sector (Ok 2005; Greppel et al. 2009 ). Additionally, the range of marketing in the forest management is low. In other words, it has been not enough space dedicated to it (Brodrechtova 2008) .
The forest enterprises stay as a producer of roundwood at the end of the chain of derived demand on wood (Cooper 1990; Chirinko & Mallick 2011; Knauf 2015) . The fast-varying conditions on the markets with the consumer goods affect indirectly the forest enterprise by change of their customers' wants and needs. This situation requires strategic oriented marketing (Hansen & Juslin 2011) . The forest enterprise could on one side rapid and flexible react on the market variations, on the other side, use the opportunities on the rising markets (Owari et al. 2006; Kim et al. 2018) .
The application of decision-making models in marketing management of forest enterprises is very rare despite of their high expressing power for management process and especially the possibility to assess the product or customers' portfolio (Halaj et al. 2018) . They are used more in other sectors of national economy, e.g. food industry (Seggie 2007; Torquati 2018) or to evaluate the investment funds or financial statement on the capital markets (Haltofová & Štěpánková 2014; Chen et al. 2015) .
This case study was carried out on the selected state forest enterprise in the Slovak Republic. It applied methods of decision-making models on product portfolio of broadleaf and coniferous roundwood assortments.
The aim of the paper was to point out of the significant marketing role in the forest enterprise management, to stress the use of decision-making models on the specific example of forestry products and to compare selected models according the chosen indicators.
Material and methods
The selected state forest enterprise operates on the forest area of 52 094 ha, with the forest cover 40.5%, and the share of coniferous with 29% and broadleaf forest 71%. The annual amount of harvested roundwood is in the range of 185 000 -200 000 m 3 with the average annual revenues in amount of 8.3 million € (2017). The necessary secondary data were taken from the report of the company management, concretely from the profit and loss statement. For the research purpose, the data about revenues for individual broadleaf and coniferous roundwood assortments were analysed for the period of 2016 -2017. There had to be also primary data needed for one of the decision-making models (GE matrix) in form of subjective opinions of experts.
This paper was focused on the use of marketing decision-making models for the evaluation of the product portfolio by reason of the management of forests production function. Therefore, the portfolio analysis of the roundwood assortments was carried out by the SWOT analysis -the SWOT, Opportunity and Threat matrices (Samejima et al. 2006; Kajanus et al. 2012; Kotler & Keller 2015) , BCG Growth-Share matrix (Meffert et al. 2014; Kotler & Keller 2015) , the Mckinsey GE matrix (Baran 2007; Baum 2012) and ABC analysis also called the curve of the turnover concentration (Jacobs et al. 2010; Wild 2017) in the selected forest enterprise. These models were chosen by reason of their generality and the highest rate of utilization in managerial practice.
SWOT analysis
The SWOT analysis as a decision-making model was chosen for the evaluation of the strengths and weaknesses of the given product portfolio and also for the opportunities and threats on the market with the roundwood assortments. The SWOT, opportunity and threat matrices are as a results of the evaluation process. At the same time, the matrices offer the proposal of the marketing strategy for the product portfolio or present the marketing decision-making support.
The SWOT indicators were identified by forest enterprise management. They were subsequently assessed in two way methodological approaches.
First, the company management evaluated the indicators regarding their strengths or weaknesses by Likert scale from the strongest (2) to the weakest (−2). Afterwards, the seriousness was bind to each indicator in the scale from the low (1) to the highest (3). The indicator could reach by multiplying of both values the maximum positive value of 6 (means strength or opportunity) or the maximum negative value −6 (weakness or threat). The evaluations of all four company managers were averaged and so the two values (difference between strengths and weaknesses and opportunities and threats) giving the point coordinates (axis x and y) were obtained (Fig.  1) . The searched point could lie in one of the four quadrants where each of them presents concrete marketing strategy proposal.
Second, the strengths and weaknesses were also evaluated by Likert scale from the strongest (5) to the weakest (1) and to them pertaining seriousness from the low (1) to the highest (3). The final pair of values for each indicator defines coordinates of points in related SWOT matrix (Fig. 2) . By opportunity and threat matrix ( Fig.  3 -4) , the probability of occurrence and success (axis x) were assessed by Likert scale within the threats from the biggest risk (1) to lower risk (2) and within the opportunities from average success (3) to biggest chance (5). The seriousness of indicators was divided into seriousness of risks and chances at the same scale from 1 to 3. The coordinates of points in the opportunity and threat matrices were calculated at the same manner as in the SWOT matrix.
BCG matrix
The design of the BCG matrix is based on the two parameters, namely the relative share of SBUs (Strategic Business units) on the total revenues and the rate of the revenues growth, or growth index. The relative share on the total revenues is described by following formula:
where relative share n is the share of n-product on the total revenues
[%], revenues SBU n are revenues of n-product (SBU n ) in the current period, total revenues are revenues of all products (SBU) in the current period.
The growth index of the revenues (i n ) is the ratio indicator measured by relation of the n-product (SBU n ) revenues in the current year to revenues in the previous one:
The relative share of revenues introduces the horizontal axis (x) in the BCG matrix. The median value of the achieved shares of SBUs in total revenues signifies a limit between high and low relative shares. The vertical axis (y) represents the growth index of revenues, where value 1 is considered as the limit between high and low growth index. Based on the limit values of the relative revenues share and revenues growth index, the BCG matrix is divided into four quadrants: cash cows, dogs, question marks and stars. In general, all SBUs situated in the quadrants cash cows and stars achieve positive cash flow and they are perspective for the enterprise. On the other hand, the SBUs placed in the quadrants question marks and dogs require significant investment and may reach low profits or even losses (Evans & Berman 1990 ).
GE matrix
The GE matrix is one of the decision-making models which balances some limitations of the BCG matrix for more investigated factors in two main dimensions (Baran 2007; Baum 2012): competitive position (axis x) and market attractiveness (axis y) of the selected products, or services (SBU). In this case, the competitive position covered following nine factors: i) relative market share, ii) distribution channels, iii) product quality, iv) product trademark and image, v) costs, vi) relative profit, vii) production effectiveness, viii) product promotion and ix) innovation abilities. The market attractiveness consisted from these specific nine factors: i) market capacity, ii) rate of market growth, iii) competition, iv) state regulations, v) market profit, vi) technological development, vii) barriers to entry and exit, viii) capital intensity and ix) seasonality. All evaluated factors were adopted from Blažková (2007) and considered by selected experts from the forestry sector.
The methodology for setting up of the GE matrix consisted of (Horáková 2003; Blažková 2007): a) the identification of factors for individual dimensions (axis x, y), b) defining the selected factors, c) ranking the wages of each factor by selected six experts in the given field. The individual wages were afterwards averaged by weighted arithmetical average, -the wages presented the significance of individual factors which sum equals one (1) -factor importance -the current state of each factor or the dependency level on given category of selected factor was rated by enterprise management, the ratings were in range of 1 to 5 (1 -unattractive, 5 -very attractive). -final value of the factor -multiplying the wages with the ratings presented the final value for each factor. d) finding the values of both dimensions (axis x, y)
-presented the sum of the total values of factors by individual product types -roundwood assortments, e) placing the (SBU) units into the portfolio matrix by bubble diagram in Excel, f) displaying the range of the circles (bubbles) which were equivalent to the markets size of individual products (SBU) and g) proposing the marketing strategy for each product (SBU) in the portfolio matrix. The interpretation of the GE matrix by Blažková (2007) was used to examine the product portfolio. Following zonation into the nine fields or three zones was applied:
1. Top left -strategic profitable position of a products or services (SBU) in which the enterprise should invest and support their growth. It presents the strong advantages for the company. Sometimes it is called as a "green zone". 2. Diagonal -middle advantage strategic position of products or services (SBU). It is necessary to consider into which field to invest. This area of matrix is also termed as the "yellow zone". 3. Right down -unattractive position of the SBU.
The enterprise must decide how it evaluates the individual fields of business or it rejects them. This zone is also called the "red zone". Splitting the GE matrix into the equal nine fields required to fractionate both axis (x, y) into the three identical parts according to theoretical framework (Baran 2007) . The range of each axis was given by the evaluation scale of identified factors from 1 -unattractive to 5 -very attractive. Therefore, the final range of each field in the matrix had the value of 1.33.
ABC analysis
Also known as the analysis of the turnover structure shows the share of individual products, services or customers on the total turnover in terms of revenues. The results of the analysis provide the information about the turnover concentration and remind on the very strong dependence on several products, services or customers.
[2]
The revenues of the individual products or services were counted by following formula:
] where
R i -total revenues of the i-product, D i -deliveries of the i-product and P i -price of the i-product.
Total revenues were calculated as:
where R means the total revenues from all products, k is the number of produced products and R i are the revenues of the i-product.
Within the ABC analysis, the individual roundwood assortments were categorized into the three groups according to their relative share on total revenues (Šulek 2004; Greppel et al. 2009 ): -A group: roundwood assortments of the III. qualitative class (saw logs) -B group: pulpwood and other industrial wood assortments of the V. qualitative class -C group: assortments of the I., II. qualitative class (veneer, plywood) and fire-wood In this case, the relative number of individual products (axis x) came out from the total number of roundwood assortments (5). Therefore, the A and B group had at one fifth (20%) products and C group at three fifths (60%).
results
The management of forest enterprise identified by SWOT analysis the strengths, weaknesses, opportunities and threats of the roundwood assortments portfolio as follows (Table 1) .
The prevailing strengths over the weaknesses (axis x = 22) and threats over the opportunities (axis y = −13) are the findings of the evaluation of individual indicators (Fig. 1) . The diversification strategy is the recommendation for the given type of the product portfolio in the certain market place.
The reference of the proposed strategy is to decrease the impact of prevailing external threats on the selected product portfolio. Therefore, it is necessary to e.g.: i) substitute the indigenous species by species with skills to master current changing climate regarding the locality conditions, ii) adapt the silvicultural and exploitation processes to changing climate conditions, iii) adjust the share of own harvesting and transport facilities for necessity of prompt reaction on processing wood of gale-disaster areas, iv) optimize the portfolio of roundwood purchasers regarding the contracts length, price of roundwood assortments, product structure, etc.
The marketing strategy proposal is very narrow linked to the results of the SWOT, Threat and Opportunity matrices (Fig. 2 -4) . Figure 2 shows, that most of the indicators are the strengths with the high seriousness what is the baseline for achieving the company's profit or maintenance the market position. Therefore, the recommendation is to focus on these indicators (see Table 1 ) and to keep their position with the correct managerial approaches.
Coming from the comparison of the threat and opportunity matrices (Fig. 3 -4) , the prevalence of threats is evident. Therefore, suggested marketing strategy is to diversify the product portfolio. However, the best part of threats are indicators with less seriousness. Even thought, the probability of their occurrence needs to be spotted. In the present time, the indicator of invasive tree species (5) was considered as the less significant and the most substantial was the threat by bark-beetle (7) for chosen forest enterprise.
The BCG matrix at the company level reflects the situation on the domestic market with the roundwood assortments in the given period (2016 -2017) . It shows the balance rate of products in the company portfolio as well as its marketing strategy. The main pillar of the investigated product portfolio are coniferous and broadleaf assortments of III. qualitative class and broadleaf pulpwood (positions of cash cows and stars in the Fig. 5 ).
[4] Table 1 . SWOT indicators of the product portfolio.
Strengths
Weaknesses 1. quality of roundwood processing 2. amount of roundwood assortments 3. roundwood availability 4. guarantee of roundwood suppliers 5. market share of roundwood assortments 6. lower price of roundwood assortments comparing with the neighbouring countries 7. price competition among the roundwood assortments within the product portfolio 8. degree of processed roundwood into the assortments (question of added value) Opportunities Threats 1. subventions for forest machinery revitalisation 2. increasing demand on wood as a building and interior material 3. bioeconomy (green energy) 4. pricing regulations of forest ecosystem services 5. invasive tree species 6. political influence 7. bark-beetle 8. gradation of wild animals 9. climate change 10. endangered tree species (spruce, fir, beech, oak, hornbeam) 11. increasing area of protected areas 12. strategy of the environmental policy of the Slovak Republic till 2030 13. adverse development of the wood-processing and furniture industry These SBUs present 86% of total revenues coming from the sale of roundwood. This state confirms the prevalent demand on roundwood for production of sawn timber and pulp and paper on domestic market. From the pure economic viewpoint, other products (roundwood assortments positioned in the field of question marks and dogs) are unattractive SBUs according to their total amount and relative share on revenues, and growth index (assortments of I. II. qualitative class and fire-wood). Despite of the position of coniferous pulpwood in the matrix (dogs), it is traded together with the broadleaf pulpwood resulting from the business contracts with the dominant purchaser on the market. Therefore, it cannot be considered as unattractive.
In generally, seeing the particularity of roundwood assortments production in the forest sector, it is impossible that some of these products will be rejected from the portfolio or they would be not produced. Thus, the unattractive assortments used to be a part of the aggregated wood assortments, what is the case of I. II. qualitative class as a part of the III. class and pulpwood as part of the fire-wood by heat production. Additionally, assortments of the I. II. class like resonance wood, wood with specific structure etc. are usually traded by auction sale. The results evaluation of the product portfolio by GE matrix (Fig. 6) shows similar findings in comparison with BCG matrix. The assortments of the III. qualitative class have the highest rate of the competitive position and market attractiveness where broadleaves reach a bit higher market share with 2.79% as the coniferous with 2.01%. They are situated in so called "green zone", the coniferous partly also in diagonal of the portfolio. However, these present the highest amount of revenues in the product portfolio. The broadleaf (with the market share of 1.71%) and coniferous (1.44% of market share) pulpwood is placed in so called "yellow zone", in the diagonal of the product portfolio. So, they are a little bit less attractive but still the most important for pulp and paper industry. The last portfolio products as assortments of fire-wood and I. II. qualitative class are in the "red zone" of the matrix. The biggest market share has the coniferous fire-wood with 2.48%. The market share presents the product share from the company portfolio on the market capacity which is the sum of all realized revenues by state and non-state forest enterprises. However, the results and recommendation lead to same findings as by the BCG matrix. Despite of their position in the red zone, it is impossible not to produce them. The results of the ABC analysis (Fig. 7) point out that forest enterprise should pay the greatest attention to the A group of wood assortments (III. qualitative class of saw logs). This group reaches the highest amount of turnover by number of 20% products by both wood species (81.40%; 57.99%) in investigated year 2017.
This score confirms the Pareto rule especially by coniferous roundwood portfolio. Another 20% of products (B group) present the share of 14.71% by coniferous and 35.66% by broadleaf pulpwood. The C group despite of 60% product count reaches the rate only between 4 -6% share by coniferous and broadleaf wood assortments.
It results from the used decision-making models that chosen forest enterprise should furthest focus on the production and sale of roundwood assortments within the III. qualitative class and pulpwood. It will be depending on several factors, for instance: i) the growing stock of individual assortments in the forest stand, ii) share of demanding wood species as e.g. spruce, beech, oak in the given qualitative classes, iii) economic and technical availability of roundwood assortments in the forest stand, iv) derived demand from wood-processing, paper and pulp, and furniture industry on roundwood assortments and v) cost and price range of roundwood assortments, etc.
Following the application of the decision-making models in practice, their advantages and disadvantages were evaluated and compared with the viewpoint of the forest enterprise (see Table 2 ). Within the outcomes from individual decision-making models, it can be stated that they represent a compact view about the product portfolio in the selected forest enterprise. They are a remarkable tool for decision-making of the forest enterprise management.
However, they require to know the production process and character of products. It helps to increase the quality of the results interpretation which can be otherwise very misleading. Each model brings its viewpoint or certain added value into the managing process. At the same time, models dispose with the similar information, which means that their results should not be contradict but complement.
The SWOT analysis is often used also by forest enterprise, but only for the first step of identifying the internal and external indicators. However, this approach minimizes its expressing power. Therefore, it is necessary to conduct this analysis till the end and elaborate all matrices to find out the proper portfolio strategy, company goals for near future.
The contribution of the BCG matrix is in possibility of comparing the SBUs positions in the time period. However, the practical experiences recommend displaying maximum of two or three years depending on number of products due to its limpidity. It is not demanding on input data. On the other hand, GE matrix disposes with the information about the market place, products share on the total market capacity, their attractivity what are the data more difficult to obtain. They require also increased level of objectivity. However, they have excellent expressing power. The contribution of the ABC analysis is in the clustering products into the groups according selected code system. The effect of this approach is in finding of common and different product characters in portfolio. It is important that the clustering rules should underlie the logic, they should have correctly defined boundaries and they must be objective. For clustering codes are usually used following economic indicators, for instance: share on revenues, turnover, market share, the amount of sold products, etc.
The management of forest enterprise looks for the ratio of easiest application versus expressing power in the given supporting methods of decision-making and managing of the product portfolio. Therefore, the SWOT and ABC analysis were accepted by forest enterprise as the most applicable methods or decision-making models.
Discussion
The case study results emphasize the possibilities of the combination of selected decision-making models within the marketing management in forestry practices. They build together such a mosaic and supporting tool for the decision-making process. It is necessary to stress out that these models were applied on the forest enterprise what represents a significant particularity within the interpretation of the research outcomes as well as the proposal of the recommendations. Regarding the chosen enterprise, it is a company managing primary the production function of the forests with the aim of its enhancement and encashment (generating the economic profit). Besides the optimization of the product portfolio, the use of these models must bring also the balance between both major targets of the enterprise.
Despite of the product portfolio belonging under the one enterprise, the products compete to each other in some cases inside of the portfolio. It is the example of pulpwood with the fire-wood. Their price levels latent compete (coniferous 21 -27 € m −3 , broadleaves 35 -39 € m −3 ) and so confirm this situation reflecting the market environment (Ministry of Agriculture and Rural Development of the Slovak Republic 2018). The increasing demand on fire-wood, or forest chips raised its price on the level of pulpwood what induced this competition also within the product portfolio in the last years. Some heating plants in term of fuel source availability and its price acceded to using also more valuable assortments as the pulpwood or assortments of III. qualitative class for heat production as the consequence. Behind this state was the binding target to increase the share of energy from renewable sources in final consumption of energy and hereby the strong support of green energy by state government in form of high feed-in tariffs (Commission of the European Communities 2008).
This adjustment of the green energy support incurred deformation also on the market with roundwood assortments. Therefore, there is a trend to decrease the feed-in tariffs or change into the feed-in premium, however, not in combined production of electricity and heat (309/2018 Z. z.) . Despite of the boom in demand on energy wood, the production of fire-wood as well as forest chips is ineffective for the chosen state forest enterprise. The fire-wood from thinning is sold to the locals for symbolic price or it is outsourced for forest chips production right next to the forest stand. In general, it depends on availability of wood material (forest road network, the level of forest stand access) and its concentration in the given locality.
Practical application of marketing decision-making models on the forest enterprise has its own particularities. There are several reasons e.g. (Brunette et al. 2015; Rymanov 2017 ): i) long production (rotation) period, ii) increasing occurrence of natural hazards, iii) wood processing technology, iv) differential land rent, etc. In this case study, the recommendation of marketing approach for managing the forest enterprise is to focus on the pillars of the product portfolio and to develop them. Concretely, it is concerned of increase roundwood assortments whereas III. qualitative class is the most treasured assortment regarding the ratio of its price and available amount on the market. Because there is a very few processing companies of I. and II. qualitative class (mainly for broadleaves processing, shortage of veneer mills, furniture companies), it is very implausible that forest enterprise could place a huge amount of these assortments on the domestic market (Paluš et al. 2015) . One of the options is to export these assortments with the possibility of better economic assessment. Hence, the reference is to apply the diversification strategy for sales management. The next recommendation is not to break with the manipulation of the whole trunk length on individual assortments even by the forest stand. The forest enterprise loses the added value with this approach. Further, it is necessary to provide some own harvesting activities with own vehicles in comparing with outsourced force on the forest enterprise. The reasons behind are several due to the continuous processing of roundwood and its deliveries on the market, for instance: i) unreliability from one of the contractors, or ii) occurrence of accidental felling where by long public tenders for contractor the forest enterprise often loses profits (Paluš et al. 2011) .
It is necessary to put the attention on the oversize product portfolio with the III. class assortments mainly coniferous. It is the effect of the forest management in Europe initiated by demand on economic effective wood species (spruce) from the 19 th century to the end of the first half of 20 th century. This approach lead to weak biodiversity of the local ecosystem. However, this state is nowadays by bark beetle calamity, climate change, considerably risky. Therefore, it is essential to substitute e.g. spruce (Table 1) by natural wood species like beech or fir (Carpathian mixture) in the given locations and gradually increase the share of mixed forest as well as the biodiversity.
The methodological reference for chosen forest enterprise is to supplement the ABC analysis by the analysis of the contribution to the fixed costs and so to increase its expressing power. Then, it will be necessary to account the structure of individual costs items for each roundwood assortment. The reason is that although strong products with the biggest share on the total sales need not to have a marked profit, or they can be even loss (Kádárová et al. 2015) .
Based on the experiences with the application of the given marketing decision-making models into the praxis we can state following conclusions. By using the decision-making models, the scope of the market size depends on the size of the surveyed enterprise, type of the sector related to the examined company, character of the offered product or service, type of the target customers as well as available data (Evans & Berman 1990 ). In the most cases, the marketing decision-making models are used at the regional or national level. However, concerning the transnational corporations disposing with enough data quantity (Baum 2012), they keep under review the positions of their subsidiaries on the global level, or in individual world regions (e.g. EU, Asia, North America etc.).
Chosen decision-making models serve mostly for the proposals of the managerial solutions in the short-term perspective for one or maximum two years, as well as within the operative planning. They are only supporting methods or approaches for the strategic decisions. They follow the actual situation on the markets and in the company portfolio. On the other hand, they are not the regular tools for the predictions. Their application for the goods of the commodity markets (behave on the principle of the derived demand) needs a precise interpretation of the results due to a lot of specifics coming from the character of the given markets (Kotler & Keller 2015) . However, within the marketing management of the forest enterprises portfolio the use of these models into praxis is an innovative approach of the forest resources management. It increases the competitiveness of forest enterprises, and their resistance against market changes. It optimizes their company portfolio and supports the quality of decision-making (Hansen & Juslin 2011) .
Conclusion
In consequence of the conducted case study, marketing management of the forest products portfolio is necessary. The decision-making process requests the combination of several viewpoints. The methods of marketing decision-making models can be applied in managing of forest enterprise and they are a great contribution. However, the important are the experiences, and knowledge of the marketer or manager for the correct interpretation of the results by individual matrices.
From the results, the forest enterprise is focused on the production of III. qualitative class of roundwood assortments (broadleaves and coniferous) as well as broadleaf pulpwood. This state outcomes from the condition of the forest land reserves where the forest enterprise operates as well as from the structure and current situation on the wood-processing, pulp and paper and furniture industry, also energy policy at the national and at the EU level.
